This study was made to find out the preferences of housewives for cooking media in a locality of Ahmedabad. Fifty housewives were interviewed and their preferences were measured on a six point scale. Nine products were selected as cooking media. From the factor loadings, four factors emerged significant: cost refinement, low fat content and fragrance.
In a market where a variety of cooking media are available, a study of the behaviour of housewives in selecting cooking media would be interesting and useful. When a housewife uses a certain brand, it may be because she likes it; it is not necessary that she has knowledge about other products since the choice often depends on ingredients required for cooking. Our study was based on the likes and dislikes of housewives. We have tried to find out certain factors which would explain the preferences of housewives However, identification of such factors, though present in tha product, can be treated as subjective judgment like any other study based on factor analysis technique. At least the study supports empirically what is felt intuitively.
It may be mentioned that though other techniques were available they were not tried for certain reasons. Firstly, housewives may not be aware of the attributes of all products. Secondly, the study was not taken from a company's point of view to rate their products or to map markets. Cooking medium, unlike toiletries and cosmetics, is an essential commodity; hence, consumers' choice was given more importance than
The author is grateful to Professor M. Raghavachari of the Indian Institute of Management Ahmedabad, for his help in interpreting the results, and giving suggestions and comments. The author is also thankful to Ms. Rita Desai of the IIMA Computer Centre for her help in running the computer programme. rating a product. Moreover, the study had limitations from the market structure point of view since it was confined to a locality of Ahmedabad. In spite of these limitations, the study throws light upon a product's placing in the preference scale. It also shows that cooking media in our present study form four distinct groups. Deshi ghee is a group in itself. Vegetable ghee (X) and vegetable ghee (Y) form another group. Groundnut oil (-4), (B), and (C) form another group while Kardi oil and groundnut oil (D) form a category in themselves. One can conclude that while groups are not competitive, products in one group are competitive.
This study was conducted in the winter of 1976 in Ahmedabad. Winter is the crushing season for groundnut oil and it is freely available unless the government imposes control over its price or distribution. When this study was conducted, there was no control on groundnut oil or other cooking media. The time was particularly chosen to get a true picture of the consumer's preference.
A middle and upper-middle class residential area was chosen for the study. Most of the residents in the area were owners. The respondents generally were from Gujarat and belonged to service class. The males were in forties and the females were in thirties.
Fifty housewives were interviewed with the help of a questionnaire. The nine products chosen were: 1) deshi ghee, 2) vegetable ghee (X), 3) vegetable ghee (/), 4) groundnut oil (A). 5) g r o u n d t n u t o i l ( B ) , 6 ) g r o u n d n u t o i l ( C ) , 7) groundnut oil (D), 8) Kardi oil, and 9) loose oil (unbranded, base undefined).
Because of high cost and limited use, all varieties of deshi ghee (branded or unbranded) were grouped in one category. In the group of vegetable ghee, brands (X) and (/) are well known. Any vegetable ghee is generally used as a substitute for deshi ghee. Groundnut oil (A), groundnut oil (B), and groundnut oil (C) are generally used for day-to-day cooking. Groundnut oil (D) and Kardi oil are known for their low fat content. Loose oil is generally used at the time of shortage or when more popular brands are not available. The liking was measured on a six-point scale:
1. Don't like it 2. Somewhat like it 3. Don't know (indifferent) 4. Like it 5. Like it much 6. Like it very much. These were explained to the housewives in the local language.
Though the area chosen for the study was a middle class locality, the residents generally stocked cereals (wheat, rice, and pulses), spices, and cooking oil during the season since these could be bought at fairly low prices. Besides, it is a common practice in Gujarat to stock these items for a year.
This study is based upon the principal component method of factor analysis (Harman, 1968) . Though the technique originated in the field of psychology, its use is not confined to this area. Some of the studies are on urban and economic development (Berry, 1961; Burns and Harman, 1966; Hattori and Hinanaga, 1960; Schhorre, 1961) , economics (Kendall, 1953; Klock and Mennes, 1966) , sociology (Cattell, et al. r 1952), communication (Wesley and Jacobson, 1962) , biology (Woodbury eta/., 1963) , and physiology and medicine (Andrews, 1948; Petrinon and Hardyek, 1964) . Its use in meteorology, motor insurance, and marketing is increasing. In marketing research studies (Dudek, 1964; Green and Tull, 1973; Mukherjee, 1965; Stoctzel, 1966) its use is well established, and recently its use has been made of in education (Raghavachari and Sabharwal, 1977) .
The mean values of each of the nine products and the standard deviations are given in Table 1 . From this table, we see that the mean value for deshi ghee is the highest. Groundnut oil (B) and groundnut oil (A) come next, the mean values of which are 4.7 and 4.46 respectively. Standard deviations of groundnut oil (A) and groundnut oil (B) are higher compared to deshi ghee. Vegetable ghee has low mean value compared to groundnut oil. Vegetable oil (D) and Kardi oil are not popular and loose oil is last in the preference scale.
Correlation matrix of the data (see Table 2 ) revealed that there was no significant correlation between one product and another. The correlation of vegetable ghee (X) with groundnut oil (A) was 0.096 and with groundnut oil (B) was negative (-0.260). The mean values of groundnut oil (A) and groundnut oil (B) were high and these two were negatively correlated.
From mean values we can group the products: 1) deshi ghee, 2) vegetable ghee, and 3) groundnut oil. It was found from the interviews that these products had specific uses.
Factor Loadings
Programme VARIMAX was used for factor analysis. From the factor matrix (see Table 3 ) four factors emerged as significant. Factor 1 was significant in vegetable ghee (X) and vegetable ghee (/) and factor 2 was significant in groundnut oil (A). The third factor was very prominent in groundnut oil (D) and Kardi oil. The fourth factor was significant in deshi ghee and practically absent or negative in other products.
From the same table, it can be found that no single factor is predominant. The variance explained by factor 1 is 1.812, factors 2 and 3, 1.479 and 1.393 respectively, and factor 4, 1.023.
Identification of Factors
From the rotated factor matrix (see Table 3 ) obtained by varimax rotation we can see that the loading of factor 1 is positive and high in vegetable ghee (X) and vegetable ghee (Y), negative in groundnut oil (B), and groundnut oil (C), and very low in loose oil. This is factor. Bulk buying, especially during the season, helped because products like groundnut oil(C) or groundnut oil (D) were cheaper. Compared to these products; groundnut oil (A) was slightly costlier and vegetable ghee costliest.
The second factor was identified as refinement of the product. It was significant in groundnut oil (A) and groundnut oil (C), and low or negative in loose oil.
The third factor which was very significant in groundnut oil (D) and Kardi oil was negative in other brands of oils. This factor was low fat content. Groundnut oil (D) or Kardi oil was preferred where low calorie cooking was required.
The fourth factor which was highly significant in deshi ghee and almost absent or very low in other products was fragrance.
Variance
The first factor explained 19.2 per cent of variance, while the second and third factors explained 15.6 and 15.8 percent of variance. The fourth factor explained 11.6 percent of variance. Taken together, the four factors accounted for 62.2 per cent of the total variance.
Conclusion
The present study reveals that deshi ghee forms one category, while vegetable ghee (X) and vegetable ghee (/) form another category. Groundnut oil (A), groundnut oil (B), and groundnut oil (C) form another group and groundnut o i l ( D ) a n d K a r d i o i l f o r m y e t a n o t h e r . I t is found that groundnut oil (B) and groundnut oil (C) are popular among the housewives because they are cheaper than groundnut oil (A). Though groundnut oil (-4) is costlier it is preferred for its refinement. Groundnut oil (D) and Kardi oil are known for low fat content; however, they are not popular among the housewives. Deshi ghee is revealed to be a very superior kind of cooking medium, especially for its fragrance.
The study can be of use to companies producing these products. It is of great significance from market competition point of view. Though one group is not competing with another group, there is competition among products of the same group. Producers can advertise attributes of their products to popularize the products in other regions provided raw material shortage and restrictions on the movement of finished products do not exist. 
